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The data gets incredibly granular

UK mapped to hotspots for ‘EV intenders’: According to Experian
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Addressable Works

Paul Dyson, Co-Founder
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Why Norman is unique as a database
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TRANSPARENCY ROBUSTNESS
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Multivariate
Modelling

Disentangling
the drivers of
effectiveness
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Brand Equity

Aided Ad Recall
Awareness & Consideration

wo key measure of effectiveness

Outcome Metrics

Incremental Web Visits
Sales Conversion
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We can unravel the drivers of effectiveness

f /A Media Delivery Metrics
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Our model highlights that Addressable Advertising Works

+121%

Increase in aided
ad recall

+200%

Higher Incremental Visit
rate vs Linear TV
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Our model helps you gain an Addressable Advantage

Industry Specific Recommendations
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First Party Campaign Frequency Targeting

Data Complexity Exciore
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Impact on Effectiveness

Frequency is an important factor which can be controlled
through addressable advertising

1.40

1.20

1.00

0.80

0.60

0.40

0.20

0.00

Impact of frequency on aided ad awareness

8

10
Campaign frequency

12

14

16

18 20

&R
accelero



Model outputs drive higher uplifts
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First Party Data

+25%

Increase in campaign
performance by increasing
use from 30% to 100% of

campaigns
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We can predict campaign performance

Campaign Performance
R2 = 0.6314
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Key Takeouts

ADDRESSABLE HOW

MAKE IT WORK
WORKS IT WORKS

HARDER
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sky \media

Addressable In Action
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Addressable In Action
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Small targeting enhancements can have a monumental impact

Avg combination of Attributes used
Top Performing
Campalgns
7x HEEE - HEEE 1 Ox

Higher Brand Higher
Equity Lowest Uplift
Performing

Brand Lift Web Outcomes

Source: Sky Media Project Norman Matched Data / Brand Lift Data / Sky Deterministic



Refining targeting to increase efficiency

+160°/°

Increase in campaign
efficiency fora
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Mastercard targeting
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We give you tools to outperform your competitors
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Small Set of (the right) Targeting Levers Win Repeatedly
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Automotive attributes drive success for Motors
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Mazda drive success with geo
and financial targeting

+56%

Increase in Web Visits
driven by TV

+5,000

Additional Visits driven
to the Mazda site
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Area insights for optimising
performance

Mazda Performance
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When targeting got smarter - pe,rformancejumped
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Increase in uplift by
switching to Home Mover
data for Furniture brand




FIRST PARTY DATA

the campaign Accelerator




Normanhighlights the two major use cases for
First Party Data
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Evidence Based Relevant messaging for
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Campaigns planned using First Party Data are more effective
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Data Matching doubled web lift for an Insurance brand

4 100*

Increase in campaign
efficiency after following
Lookalike Modelling for an
; ’ insurance brand
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In 2025 alone, nearly 500 campaigns used 15t Party Data

Number of Campaigns
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First Party Data is the ultimate performance driver

Higher Incremental Visits Higher Sales Uplift

sky atlantic




Strongest results are seen with Lapsed customers

Impact by Customer Type

8.3x
3.00% 7.7X more efficient
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Lapsed customers deliver the strongest ROI for
a high-street fashion retailer

+2.4X

- ROI
Shopped in L12M

+5.4Xx

- ROI
Haven't shopped in L12M
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1ter Parcs used customer data
 drive significant ROI

.v.,*

+15%°

LAPSED -ROI
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We help brands find the balance between scale and efficiency
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Long term partnerships with brands can identify patterns to optimise
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Long term partnerships with brands can identify patterns to optimise

20,000 Automotive Brand : Campaign Map
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A place for scale and hyper-targetlng
Retail Brand Seasonal Addressable Activity

Campaign 1 Campaign 2 Campaignh 3 Campaignh 4
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Small tests can set you up for future success

1447

More efficient following a
£30k test in the NW
region for an online

fashion retailer




Big budgets are not needed
Lo e

Uplift in web visits from an
£ 8k campaign fora
leisure brand
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Future
tools




We can predict campaign performance

Campaign Performance
R2=0.6314
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Product Benefit
Explainers

LOGO

Visible duration of logo

Website URL Legibility

Creative drivers
for outcomes
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Urgent response cue
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We make it easier for you to deliver for your clients

UPFRONT PLANNING FULL FUNNEL EXPERTS TO ADVISE
INSIGHT MEASUREMENT
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The Addressable Toolkit

200

PARSRECEEES

INDUSTRY
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